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Tiivistelmä-Referat-Abstract
The purpose of the study is to develop and clarify the concept of advertising literacy, and to understand the communicative nature of advertising.
To enable the analysing of advertising and advertising literacy as communicative objects, the concepts and conceptualisations of (i) advertising,
(ii) communication and (iii) reception must be analysed: what kinds of concepts are being used and what should they be? Therefore the
fundamental questions of the research are: what is advertising? How should it be conceptualised? What kind of communication is advertising?
How should the interpreter be seen? What is advertising literacy?
Advertising literacy as a concept is being approached from three perspectives. From the research perspective, advertising literacy is a concept
that enables the study of advertising from the communications theories’ perspective. From the receiver’s point of view, advertising literacy is
part of the personal, practical ability to understand commercial messages and the media structures that shape them. From the communicator’s
perspective, advertising literacy is part of the communicative skills of advertising professionals.
The premises of the research are both theoretical and concept-analytical. Concepts of advertising are being analysed through academic
advertising literature with a communicative approach, and their critique.
Since the methodological foundations of the studies of advertising are diffuse and ambiguous, one aim of the research is to gather, analyse and
criticise the concepts, beliefs and meta-theoretical assumptions that lie behind the literature on advertising. These have so far not been
systematically analysed in advertising research. One aim of this, is to motivate further research by providing concepts and ideas of why and how
advertising should be studied. Besides this, the communicative research perspective on advertising is being built up in the research.
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